Although interest in export marketing has been growing rapidly, only a few empirical studies have been conducted on the internal determinants of the export marketing behavior of firnfis. The authors identify several potential internal determinants of export marketing behavior and empirically assess their significance. The findings indicate that a number of monagement and firm characteristics account for a substantial portion of the variation in the export marketing behavior of firms.
Internal Determinants of Export Marketing
Behavior: An Empirical Investigation
It is generally recognized that the expansion of a nation's exports has positive effects on the growth of the economy as a whole as well as on individual firms. Despite the potential contributions of a higher export level, many firms appear not to be fully maximizing their potential gains from international trade (Business Week 1978) . Two explanations have been offered as to why firms, in general, have been reluctant to export. One explanation is tbe lack of macrolevel incentives and a stimulative national export policy. The second explanation contends that tbe real problems are internal to the firm, originating from the attitude of many corporate managers that exports are marginal business. Apprehension about export marketing, an attitude of indifference, lack of willingness to commit resources, lack of knowledge, and a host of other impediments are thought to be keeping the individual firm from initiating export marketing (e.g., Cunningham and Spigel 1971; Hunt, Froggatt, and Hovell 1967; U.S. Department of Commerce 1977) .
In our research we attempt to shed some light on the question of why firms have been reluctant to export by focusing on the internal determinants of export marketing behavior. This approach is consistent with the widespread contention that the real barriers to a firm's involvement in export marketing are internal rather tban external to the firm. Specifically, we first identify the potential organizational determinants of export marketing on the basis of a comprehensive review of the relevant literature. We then assess the significance of these determinants through a two-stage statistical analysis using the automatic interaction detector (AID) analysis and the multiple classification analysis (MCA).
INTERNAL DETERMINANTS OF EXPORT
MARKETING BEHA VIOR A comprehensive review of the empirical studies cited by Bilkey (1978) suggests four groups of factors as likely internal determinants of whether firms engage in export marketing. One group of factors can be identified as differential firm advantages. These advantages are derived from the nature of the firm's products, markets, technological orientation, and resources. Examples are competitively priced products, technically superior products, and technological intensiveness of tbe firm's production. Such unique advantages serve as "attention evokers" causing the firm to consider export marketing as a possible strategy (Wiedersheim-Paul, Olson, and Welch 1978) . Though they are not sufficient, by themselves, to initiate export marketing, these unique advantages are important in preparing the firm and in providing initial motivation for management.
A second group of factors can be identified as the strength of managerial aspirations for various business goals, including growth, profits, and market development. Aspiration levels are widely discussed in the theory of the firm literature as a determinant of risk-taking behavior. The importance the decision maker places on the achievement of each goal is believed to be a direct determinant of decision-making behavior. The empirical studies support this expectation by revealing a positive relationship between export marketing behavior and the decision maker's preferences for business goals (e.g., Simmonds and Smith 1968) .
The third group of factors comprises management expectations about the effects of exporting on business goals. Expectations reflect the decision makers' present knowledge, as well as their perceptions of future events. Managers tend to form expectations or opinions about the profitability and riskiness of export marketing on the basis of their own and/or other firms' experiences. Environmental variables such as unsolicited orders from foreign buyers and fluctuations in the exchange rate are also reflected in management's subjective assessments of the desirability of exporting.
The fourth group of determinants can be identified as the level of organizational commitment to export marketing. A general willingness among the decision makers to devote adequate resources to export-related activities appears to be critical because many tasks in carrying out the export marketing function are new to the firm and involve a commitment of fmancial and managerial resources (e.g., Cunningham and Spigel 1971; Hunt, Froggatt, and Hovell 1967) . Some of these tasks are gathering foreign market information, assessment of foreign market potentials, formulation of basic policies toward export marketing, and marketing planning.
A Proposed Conceptualization of the Causal Relationships
The four groups of organizational variables identified as hkely determinants of export marketing behavior do not appear to operate at the same stage in the causal process. Specifically, differential firm advantages and managerial aspirations are conceived to precede resource commitment and expectations variables (Johanson and Vahlne 1977; Wiedersheim-Paul, Olson, and Welch 1978) . The former background variables serve as antecedents to the latter two groups of variables. Furthermore, they are less subject to change in the short term. Expectations and level of resource commitment, in contrast, represent the current situation. These intervening determinants of export marketing behavior are more dynamic and subject to change in the short term. Finally, willingness to commit resources and the expectations about the favorability of exporting appear to be interdependent (Johanson and Vahlne 1977) . Favorable expectations generally lead to more resources being allocated to exploring and initiating export marketing and, as this process is underway, expectations are revised, possibly favorably. These proposed causal relationships are depicted in Figure 1 . Other causal linkages among the variables can be hypothesized. For example, aspirations may be affected by differential firm advantages. For the time being, these relationships remain as tentative proposals; special research designs such as longitudinal studies are needed to assess their validity.
METHOD Sample
The data used in the investigation are drawn from a study on export marketing (Cavusgil, Bilkey, and Tesar 1979) . A sample of 816 firms was systematically selected from the 4701 manufacturing firms listed in the Classified Directory of Wisconsin Manufacturers (Wisconsin Manufacturers Association 1974). A mail survey questionnaire was sent to each of these 816 manufacturing firms, addressed to the chief executive 
Measures
Empirical measures of export marketing behavior and the potential internal determinants of that behavior used in the study are shown in Table 1 . The mean of the dependent variable, export marketing behavior, is in essence the ratio of the number of firms engaged in exporting to the total number of firms in the sample, stated in terms of percentages. When individual firms are aggregated into groups as in the AID analysis, the dependent variable can be interpreted as the probability that a firm in that group is exporting (e.g., Assael 1970) .
Statistical A nalysis
The automatic interaction detector analysis was used at the initial stage of the investigation for two purposes Responding managers indicated their expectations of the effects exporting will have on this goal on a 5-point rating scale, where 1 was "decrease greatly." 2 was "decrease slightly," 3 was "no effect," 4 was "increase slightly." and 5 was "increase greatly"
Same as A'u Same as A",,
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A dummy variable coded 1 if a firm indicates that it normally plans for development of its markets, including foreign markets, and coded 0 if not A dummy variable coded I if a firm has ever systematically explored the possibility of exporting any of its products and 0 if not A dummy variable coded I if a firm indicated it had a formal structure for evaluating export opportunities, and coded 0 if not A dummy variable coded I if a firm indicated it had a more or less fixed policy regarding exports, and coded 0 if not (Sonquist, Baker, and Morgan 1973) . First, it was desirable to examine the characteristics of the data and to delineate those determinants providing a useful causal interpretation. Second, the AID algorithm enabled us to control the order in which predictors were entered into the partitioning process. Hence, in accordance with the hypothesized causal relationships in Figure 1 , background determinants became eligible partitioning variables first. Intervening determinants were permitted to split the resulting subgroups next. The relationship between export marketing behavior and a reduced set of the main influential independent variables was subsequently tested by multiple classification analysis (Andrews et al, 1973) . The reduced set of 10 independent variables were selected by using the initial AID run in conjunction with the intercorrelation matrix among the full set of 19 independent variables. Nine internal determinants were eliminated from the MCA because they were highly correlated with the main influential determinants identified in the AID analysis. The MCA was desirable because the AID analysis does not provide either an estimating equation or an overall test of significance.
FINDINGS
The principal output of the AID analysis, the tree of binary splits, is shown in Figure 2 . A one-way analysis of variance on the 21 final groups is significant at the 0.01 level and accounts for 34.9% of the dependent variable variation.
To avoid the AID algorithm's tendency to capitalize on chance variation especially with smaller samples, we set the stopping criteria higher than usual. First, minimum between-groups sum of squares was determined to be at least 1% of the original variation. Second, the minimum number of firms in a proposed subgroup was set at 24-5% of the total sample of 473 firms. In addition, several other AID runs were made with varying orderings of the independent variables. These runs did not produce significantly different tree structures.
In Figure 2 groups 2 and 3 are split by different predictors. This fmding hints that the unique product variable interacts with technology and/or employment. At the third stage, we also see nonsymmetric truncation of the groups, again implying interaction. To provide defmitive evidence for the presence of interactions among the predictors, we performed two tests as suggested by Sonquist (1970) . No significant interaction was indicated by either test. Therefore, we concluded that a linear effects model could be used to estimate the influence of the internal determinants on export marketing behavior.
In Table 2 are the results of the MCA where export 'The number of response categories for A',, was reduced to three categories to comply with the MCA cell size requirement of 40 observations. marketing behavior (Y) was related to 10 internal determinants. The 10 internal determinants explain 46.6% of the variation in export marketing behavior. This result is significant at the 0.01 level. Individually, all but the one predictor of proximity to market (X^) are statistically significant.
CONCL USIONS A ND IMPLICA TIONS
One of the most important conclusions of the study is that variations in the export marketing behavior of firms can be explained, to a substantial degree, by differences in internal firm and management characteristics. Export marketing behavior of firms appears to be explainable by the four groups of internal determinants: expectations of management {about the effects of exporting on a firm's growth), level of commitment to export marketing (market planning, policy toward exports, and systematic exploration), differential firm advantages (firm's size, technology intensiveness. and possession of a unique product), and the strength of managerial aspirations (for growth and for security of markets).
The results seem to support the contention that the reluctance of firms to export may be largely attributable to top management's lack of determination to export. A firm's top management should be able to increase substantially its probability of exporting by stressing the importance of growth as an organizational objective as well as the potential positive impact of exporting on growth, and then committing resources to engage in market planning, systematically exploring the possibility of exporting, and developing an export policy. Given that a long-range commitment to export marketing appears to be essential, changes in executive compensation plans and accounting practices that will encourage decision makers to look at long-term performance rather than short-term earnings are also desirable.
Our research findings and conclusions should be interpreted in light of several limitations. First, the sample was restricted to firms within a single state. Naturally, one would like to see replications of the study utilizing other samples. Second, the cross-sectional nature of the study does not enable the researcher to delve into the issues of causality. Longitudinal studies would be especially useful in this regard. Third, a dummy-variable measure of export marketing behavior was used. Investigators should experiment with other measures including percentage of total sales exported and rate of growth of export sales over time. Fourth, we concentrated on a limited number of internal determinants of export marketing behavior. Other meaningful organizational determinants should be considered, such as those relating to marketing mix variables. We hope that our study and these guidelines will stimulate additional efforts in this vital area of research.
